Patient data, treatment conditions, and clinical and immune responses are shown in Table I . As shown in Fig 1, A , mean values of IL-6, IL-1, and IL-8 were significantly higher after I-PDT.
However, in healthy skin treated with topical ALA plus PDT, TNF-has been described as the driving inflammatory chemotactic factor in inflammationassociated cell dynamics. 3 We did not find any changes in TNF-or IL-10 levels. However, IL-1, IL-8, and IL-6 increased in all patients, suggesting a different inflammatory response pattern. We speculate that different inflammatory mediators might induce different leukocyte migration and differentiation patterns responsible for the longer clinical response with I-PDT, 2 or the clinical response to I-PDT could be related to the increased accumulation of protoporphyrin IX in dormant cancer cells 4 because the injected photosensitizer is able to reach the deepest skin layers. 5 In our study, increased levels of IL-8, IL-1, and IL-6 were achieved at T1, even before irradiation.
In summary, increased IL-1ß, IL-6, and IL-8 levels were achieved after I-PDT. Future research should aim to identify the subsequent immune response stimulated and specific activated cells involved in this process. Skin cancer prevention messages on Facebook: Likes, shares, and comments
Mar ıa Jes us
To the Editor: With the increasing burden of skin cancer and low rates of sun protection in the United States, effective skin cancer prevention messages are needed. 1 The goal of this study was to systematically review and classify skin cancer prevention messages disseminated by nonprofit organization Facebook pages.
Organizations were identified through a Facebook search for ''skin cancer prevention,'' ''melanoma,'' ''melanoma prevention,'' and ''sun safety.'' By using a cross-sectional study design, messages (N ¼ 824) from skin cancer groups' Facebook pages (N ¼ 24) during May 2014-May 2015 were coded and the frequencies of message characteristics and engagement were determined. Selection criteria included a focus on skin cancer prevention, $900 page likes (to feasibly analyze ;20 organizations within the study period), English language, and a 2-year archive of messages extending to May 2013. All messages were coded for the following content (Supplemental Table I , available at http://www.jaad.org): message format (narrative, didactic); motivation (skin cancer risk, appearance); persuasive appeal (social norm, fear, humor, altruism, celebrity story); behavioral target (sunscreen, hats, shade, avoid sunburn, indoor or outdoor tanning, skin exams); imagery; image content; and hyperlink. Content analysis began when intercoder reliabilities were 0.70 and was reassessed midstudy to prevent coder drift. Disagreements were resolved by a third coder.
The Facebook pages examined had [225,113 total followers. Messages from all pages (N ¼ 824) had 92,004 likes, 82,791 shares, and 4148 comments. The majority of skin cancer prevention messages were didactic (70.9%) rather than narrative (25%) in content and were more risk focused (87.3%) than appearance focused (12.7%; Table I ). Fear and social norms were the most utilized persuasive appeal (40.5% and 19.9%, respectively). The top 3 behavioral targets addressed were skin exams (32.3%), avoiding indoor and outdoor tanning (34.5%), and sunscreen use (23.8%). Messages without images received a higher rate of likes, shares, and comments compared with messages that included images (Table II) . For engagement, the top 3 persuasive messages targeted myth busters, appearance, and altruism (mean shares 170.9, 168.8, and 151.0, respectively). This study has several limitations. First, we do not have data on the characteristics of individuals who follow the pages studied; thus, it is unclear if individuals following these pages are representative of populations at risk for skin cancer. Last, our key word search for inclusion criteria might not have captured all skin cancer organization Facebook pages.
Most messages on the pages were didactic and focused on skin cancer risk; however, such approaches alone do not have strong evidence for behavior change. 3 Fear appeal was the most common motivational strategy. This is consistent with literature supporting loss-framed messages being more affective than gain-framed messages across the array for skin cancererelated prevention and skin cancer risk behaviors. 4 Nonprofit organizations have large audiences that produce extensive engagement data for messaging. Messages that were relatively more engaging were didactic, appearance-based, myth-busting, used celebrity endorsements, and targeted self-exams. Collaborations between organizations and researchers could help identify the characteristics of messages that are both effective at changing behavior and producing high engagement rates to have the greatest impact on skin cancer prevention. Because evidence of successful treatment of PRP with biologics is described in case reports and case series, preferential reporting of outcomes is possible. 3 Marked improvement of disease has been demonstrated in most cases involving biologics, but we had a different experience at our institution, as described in previous studies. 3, 4 Furthermore, a recent survey-based case series noted that only 4 out of 10 patients with an unquestionable diagnosis of PRP treated with TNF-inhibitors reported them as helpful. 
